Session No. 22

Course Title: Crisis and Risk Communications
Session 22: Midterm Exam

Time: 2 Hours

Instructions:

The instructor can select from among the following Essay, Multiple-Choice, and Fill-in-the-Blank questions to create an exam that tests the students’ recall and comprehension.  This material covers sessions 3 – 13.  It is recommended that the exam require approximately two hours for students to complete.  


Essay Questions

Session 3: Risk Communication Overview
1. In your own words, explain what risk communication is.  Provide a definition, and describe its purpose.  Feel free to describe risk communication in a general sense, and specifically in reference to the emergency management field.  Use examples to support your answer.


2. Why might emergency management practitioners have more difficulty in bringing about positive behavioral changes in the public through public education than what is seen in other professions?


3. What are the advantages of a disaster-prepared public?

4. List and describe the three primary goals of all public disaster preparedness education campaigns.
Session 4

1. Select three different community stakeholders and describe the types of risk communication each might transmit.  Be sure to identify who the likely audience(s) of these communication efforts might be.


2. Explain why it is important to understand the risk communicator’s motivation.  List three of the motivating factors described in Session 4 and explain what this factor entails.
Session 5

1. List and describe at least three reasons why or situations when communication may be performed in an ad-hoc manner.

2. List and describe the five components of a comprehensive risk reduction effort.  Use an example to illustrate how these five different components might be used in conjunction to address a particular hazard risk.
Session 6

1. Explain in your own words how an individual’s perception of risk can influence how they interpret risk messages.

2. What are the positives and negatives of presenting different hazards in terms of their “one-in-a-million” likelihood of occurrence?


3. How might an emergency manager handle a situation where the public believes a statistically low risk to be much higher than it actually is?

Session 7

1. List the three factors involved in ‘defining the problem’ addressed in a risk communication campaign, and provide an example of what these three factors might be for a hypothetical scenario of your choice.

2. Explain what hazard profiles are used for and what information they contain.

3. Explain the difference between being exposed to a hazard and being vulnerable to it.

Session 8

1. Define market research and explain its importance in the context of planning a risk communication campaign

2. Explain how communicators assess the feasibility of their project.

3. Explain why project management is important in the planning and conduct of a risk communication campaign.
Session 9

1. Explain why planning teams and coalitions are formed, and describe the benefits they provide to the communication process.

2. Describe what possible drawbacks might be faced by including partners in the campaign planning process.
Session 10

1. Define campaign settings and explain how appropriate campaign settings are determined.

2. Define communication channels and explain how communicators select appropriate channels for the target audience.

3. Discuss the role of the communicator in risk communication, and explain how appropriate risk communicators are selected.

4. Name an example of a non-disaster setting, and describe how and why it might be effective in helping to transmit a risk message.
Session 11

1. List and explain the primary factors driving risk message design


2. Describe how risk message crafting parallels patterns in audience behavior.

3. Explain how targeted risk communication materials are created.

4. Explain what pretesting and adjusting is and discuss why it is an important part of message and materials development
Session 12

1. Explain how and why campaign evaluation is performed.

2. Explain the difference between true- and quasi-experimental design.

3. List and describe the different evaluation methods.

Multiple Choice Questions

Answer each of the following multiple-choice questions.

Session 3
1. In addition to the ‘Four P’s of Marketing’ (Product, Price, Place, Promotion), which of the following completes the for additional P’s of Social Marketing: Publics, Partnerships, Policy, and _________?

a. *Purse strings

b. Print

c. Points

d. Pages


2. Historically, the majority of risk-related public education people have received has been generated by which of the following sectors:
a. Civil Protection
b. *Public Health
c. Public Works
d. Public Safety (Police)


3. How would you characterize the efforts of the majority of Americans in terms of the level of effort they have taken to prepare for disasters:

a. *Have done little or nothing

b. Are adequately prepared to help themselves but not their families

c. Are adequately prepared to help themselves and their families

d. Are adequately prepared to help themselves, their families, and their neighbors


4. Public disaster preparedness information must be tailored to which of the following to be appropriate for the target audience?

a. Needs

b. Preferences

c. Abilities

d. *All of the above

5. Which of the following is not one of the three principle components the Department of Homeland Security contends are involved in public disaster preparedness efforts?

a. A kit

b. A plan

c. Knowledge

d. *A support network

6. The Department of Homeland Security addressed public education through all but which of the following points of communication with the public?

a. The “Ready.Gov” website

b. *The Community Readiness Alert Team (CRAT) program

c. The “Are You Ready?” publication

d. The Homeland Security Alert System
Session 4

1. Which of the following communication stakeholders can always be assumed to be accurate in their messaging?

a. Government agencies or offices

b. Nongovernmental agencies

c. Faith-based organizations

d. *None of the above


2. A lifeguard at a beach who warns swimmers when dangerous conditions exist was an example provided to illustrate which of the following motivating factors?
a. Mandate

b. *Assigned role or responsibility

c. Concern

d. Protection from liability


3. Local media reporting on hazards is most often the result of which of the following motivating factors?

a. *Audience engagement

b. Profit or greed

c. Ideology

d. Concern

4. “Stop, drop, and roll” is a notorious example of which of the following:

a. Low-frequency local-level campaign

b. Low-frequency national-level campaign

c. High-frequency local-level campaign

d. *High-frequency national-level campaign


5. Which of the following is “informed by the risk of specific threats and vulnerabilities—taking into account regional variations—and include concrete, measurable, and prioritized objectives to mitigate that risk.”

a. National Preparedness Strategy

b. National Preparedness Objective

c. National Preparedness Framework

d. *National Preparedness Goal


Session 5
1. Which of the following was not described as something for which risk communication planning efforts require an intimate understanding?

a. The problems being addressed

b. *The outcomes of the campaign

c. The individuals and groups being communicated with

d. The methods available


2. The very first step in the early planning process described in this course is:

a. Form the planning team

b. *Define the problem

c. Secure program funding

d. None of the above

3. Which of the following spell out for communicators what they hope to accomplish through the campaign?

a. Campaign goals

b. Campaign objectives

c. *Both a and b

d. Neither a nor b


4. The second phase in the systematic campaign planning process is:

a. *Developing a campaign strategy

b. Identifying campaign funding resources

c.  Evaluating the campaign

d. None of the above


5. Which of the following is a route, or mechanism, by which messages are delivered to the target audience?

a. Setting

b. *Channel

c. Method

d. None of the above
Session 6

1. People typically have what reaction to hazards they can imagine or remember?

a. *They are more afraid

b. They are less afraid

c. They are no longer afraid

d. They become indifferent

2. People are generally most concerned with which of the following?
a. The likelihood component of risk

b. *The consequence component of risk

c. The vulnerability component of risk

d. None of these - most people consider these three equally


3. Which of the following of Paul Slovic’s “17 Risk Characteristics” is most likely to reduce the seriousness of a person’s risk perception?

a. Dreaded

b. Risk increasing

c. *Voluntary

d. Not equitable

4. Audience risk perceptions have what impact on the manner in which they receive, process, and prioritize risk communication messages?

a. *Very influential
b. Moderately influential

c. Not very influential

d. No impact

5. Which of the following states that people tend to fear what they hear about repetitively or constantly?

a. Overconfidence heuristic

b. *Availability heuristic

c. Anchoring heuristic

d. Adjustment heuristic
Session 7
1. An event or physical condition that has the potential to cause fatalities, injuries, property damage, or other losses is a(an):

a. Disaster

b. Emergency

c. *Hazard

d. All of the above


2. The first step in the hazard assessment process is:
a. Hazard profiling

b. Risk analysis

c. *Hazard identification

d. Risk comparison


3. The risk matrix tells us:
a. Why a hazard occurs

b. When a hazard will next occur

c. Both of the above

d. *Neither of the above

4. Which of the following is not one of the four categories of information contained in the vulnerability profile?

a. *Hazard profile

b. Physical profile

c. Economic profile

d. Social profile


5. The particulars of the selected target audience define which of the following factors:
a. What messages must be developed

b. How messages are communicated

c. What risk reduction options are possible

d. *All of the above
Session 8

1. Risk communication should never:

a. *Be improvised

b. Be validated

c. Address more than one hazard

d. All of the above


2. Which of the following is not a factor that market research typically investigates:

a. Capacity

b. Time

c. Available funding

d. *None of the above


3. Which of the following is defined as the general emergency preparedness outcome that the communication team hopes to create?
a. Project Objective
b. *Project Goal
c. Positive Behavioral Change

d. All of the above


4. Which of the following is not something that a project objective should always be:

a. Attainable

b. Measurable

c. *Cost-effective

d. Time-specific


5. Which person is responsible for directing all project players and resources according to the tasks required and the timetable desired?
a. Foreman
b. *Project manager
c. Public information officer
d. Project planning team
 
Session 9

1. The goal in bringing together a planning partnership is to bring together which of the following among stakeholders:

a. Knowledge

b. Resources

c. Commitment

d. *All of the above


2. Which of the following is not one of Tucker and McNerney’s “Four Coalitions”?
a. Coalition of representatives from different groups who have grown weary of costly confrontation
b. Coalition of representatives from different groups who, although of different missions or opinions, realize that they share a common perspective on a specific issue
c. Coalition of representatives from groups with varied goals and perspectives, who are more likely to be sensitive to the specific point of view
d. *Coalition of representatives from the various audiences who share a genuine interest in enhancing the safety and security of their communities

3. Which of the following is not typically considered a mass media partner?
a. Television
b. Print (newspapers)
c. *Advertising firms
d. None of the above
Session 10

1. The three components of a campaign setting include:

a. *Time, Location, and Situation

b. Time, Day, Location

c. Look, Feel, Surroundings

d. Time, Look, Feel

2. When describing a communication setting, “Eating dinner” is an example of which of the following?
a. Activity

b. *Situation

c. Audience preference

d. Channel

3. Which of the following channels create or exploit gatherings of target audience members for the purposes of communicating a message?
a. Interpersonal
b. *Group
c. Community
d. Organizational


4. Which of the following is not a communication method?
a. Brochure

b. Attendance at a festival

c. Emergency drill

d. *None of the above


5. Which of the following is something communicators should not have?

a. *A vested interest in the outcome of the actions being communicated

b. Special subject matter knowledge

c. Extraordinary speaking abilities

d. Credibility among audience members
Session 11

1. Risk communicators, in crafting risk messages, must ensure that their messages:

a. Reach the audience

b. Capture the attention of the audience

c. Convince the audience

d. *All of the above

2. “Highlighting Facts” in message creation is a form of which of the following:
a. *Influence

b. Information

c. Pressure

d. None of the above


3. Which of the following elicits fear, pride, or guilt?

a. *An appeal to emotion

b. An appeal to authority

c. Rhetorical persuasion

d. Risk comparison

4. Which of the following are implicit or explicit rules that define what behaviors are acceptable or expected within a population, society, or group?
a. Statutory authorities
b. *Social norms
c. Standards of action
d. All of the above

5. Which of the following is not one of the ‘Stages of Change’ in the Transtheoretical Model of Intentional Behavior Change?
a. Precontemplation

b. Preparation

c. *Practice

d. Action
Session 12

1. What is something campaign planners should set out to accomplish through their campaign kickoff event?

a. Establish brand recognition

b. Increase community support

c. *Both of the above

d. Neither of the above


2. Which of the following is a measure of how well the campaign is at reaching the target audience with the campaign materials, and in communicating the campaign message?
a. Campaign effect

b. *Campaign effectiveness

c. Both of the above

d. Neither of the above


3. Which of the following specifically measures the mechanism by which communicators carry out their campaign?
a. *Process evaluation
b. Outcome evaluation
c. Impact evaluation
d. Program evaluation

4. Which of the following measures the outcome of the campaign, looking specifically at whether or not the campaign affected the outcomes that were measured?
a. *Impact evaluation
b. Process evaluation
c. Outcome evaluation
d. None of the above

Fill-in-the-blank Questions

Answer each of the following fill-in-the-blank questions.

Session 3

1. In their public education efforts, _______________________ (emergency managers or emergency management practitioners) focus primarily on those hazards that have the potential to result in consequences that exceed what is normally managed by a community’s emergency services.

2. The first of the six stages through which individuals process information, as described in Session 3, is ______________ (exposure) to the message.

3. To be effective, public disaster preparedness efforts must go beyond simply raising __________ (awareness) of a hazard and its affiliated risk.


4. Name one of the three different forms of information, also described as the ‘intentions of risk communication recipients, that are most typically sought: ___________ (Advice and answers; Numbers; Process and framing). 


5. __________________ (Social marketing) is a method of using marketing tools and techniques to circulate social change strategies more effectively.

Session 4

1. Risk communication efforts seek to change how audience members __________ and _________ (think; act).


2. The method of communication that results in the transmission of risk information from parents, friends and neighbors, and/or cultural and religious networks, is often called __________________ (interpersonal) communication.

3. Following September 11th, the President addressed national preparedness through a Homeland Security Presidential Directive titled “National Preparedness”.  This directive was numbered HSPD-______ (8/eight).

4. A parent teaching his or her child to wear a helmet while riding a bike is typically motivated by _____________ (concern).


5. Communicators that stand to gain financially or otherwise as a result of the actions the target audience takes in response to the communicated messages are most typically characterized as being motivated by _____________ (profit or greed).
Session 5

1. Risk communication must be conceived, planned, designed, developed, and conducted in an ____________ (organized) manner to ensure any likelihood of success.

2. Risk communication should never be conducted in a(n) ________________ (ad-hoc) manner.

3. It is through ______________ (market research) that communicators test their assumptions and determine the best course of action.

4. By taking the time to Determine Project Feasibility, which is Step 3 of the first phase in the systematic risk communication approach, communicators will gain a good idea of whether or not they have the ____________ (capacity) to perform the communication effort that is needed.

5. ___________ (Pre-testing) allows the campaign planners to try out their materials and messages on a sample of the larger target population prior to going into full campaign mode.
Session 6

1. The branch of study within the discipline of sociology that looks at why people fear the things they do, and why they do not fear other things, is called ___________ (risk perception).

2. People tend to fear a risk less as they become better _____________ (informed) about it.

3. The likelihood of an available risk is most often ___________ (overestimated / exaggerated).

4. __________ (Social) constructs of risk are human attributes that define how different people assess risk and determine personal vulnerability.

5. ___________ _____________ (Risk communication) is the best way to counteract misperceptions of risk.
Session 7

1. Name one of the three factors that typically shape, define, or provide a frame of reference for the risk communication campaign, often called ‘Defining the Problem’: _____________ (The hazard(s)/The population at risk/The risk reduction solutions). 

2. Name two of the three hazard categories used in this course: __________  ________ (natural, technological, intentional)

3. A ____________ ____________ (risk matrix) plots risk likelihood and risk consequence on the X and Y axes in order to compare risks to each other.

4. ________________ (Vulnerability) is a measure of the propensity of an object, area, individual, group, community, country, or other entity to incur the consequences of a hazard.

5. ______________ (Physical) vulnerability generally involves what in the built environment is physically at risk of being affected.
Session 8

1. A ________ ________ (focus group) is a qualitative, discussion based, in-person meeting involving a representative sample from the target audience.


2. A _________ (gap) analysis considers the difference between what people need to know in order to address their hazard risk and what is currently being communicated to them in order to inform them of this knowledge.

3. Investigating whether or not the organization planning the campaign has the necessary authority or mandate to bring about the changes or measures being proposed helps to determine project ___________ (feasibility).

4. Campaign ________ (objectives) are specific, plainly measurable action points that the communication team hopes to achieve in its drive to meet their goal.

5. The “S” in SMART objectives stands for ____________ (specific).
Session 9

1. A ___________ __________ (planning team), which is like a committee, acts like a group of advisors that helps the organization conducting the project to ensure the campaign is well informed and moving in the right direction.

2. A planning ___________ (coalition) is used if project oversight and decision-making authority will be opened up to include outside organizations.
Session 10

1. Where the communication takes place is known as the communication _____________ (setting). 

2. __________(Piggybacking) is achieved by injecting a preparedness message into another important event or activity that is salient and therefore in the media spotlight.

3. ___________ (Interpersonal) channels are those that incorporate some form of direct (personal) interaction between the person communicating and one or more target audience members.  

4. Twitter and Facebook are examples of the ____________ ___________ __________ (interactive digital media) channel.

5. Communication ______________ (methods) are what are used to transmit risk information from communicator to recipient.
Session 11

1. When creating risk messages, communicators typically consider two factors as they work up a the text, imagery, sounds, and other aspects of message design.  These include _______________ and ____________ (information / influence).

2. It is common for people to look to others - whether people they know personally or public personalities whom they respect or trust - to see what decisions they have made on a topic. An ____________ (Appeal) to ___________ (authority) is a form of influence that capitalize on this.

3. ______________ _____________ (Subjective norms) refer to a person’s perception of what others who are important to them expect them to do.

4. Campaign message targeting decisions are typically based on ____________ (demographic) information.

5. _____________ (Pre-testing) can be highly informative in weeding out messages that are generally despised.
Session 12

1. Official commencement of formal risk communication with the target audience is often marked with a ceremonial event called a ___________ (campaign launch). 

2. Perhaps the most important communication tool upon which media involvement hinges is the ___________ ___________ (press release).

3. Samples, a press release, background research and statistical information, and endorsements are all standard parts of a __________ _______ (media kit).

4. Campaign _________ (effects) are any outcomes produced by the campaign.
9
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